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“7 steps to a successful 
ad program”











1. Follow the research

1997 Public Opinion research
What were the messages
Focus program on most critical 
messages



2.    Answer the burning 
question “What’s in it 
for me?”

Make it relevant
Make it real
Make it personal





3.  Remember - - people 
respond to emotion

Logic only goes so far
Find emotional hot buttons
Make audience “feel” something





4.  Keep the creative 
focus on strategy

What are your objectives
Who is your audience
What do you want them to think





5.  Remember - - less is 
more

Simple statements
Remember the reading vocabulary 
of the average person is about 
8,000 words
Cut through clutter for focused 
message



Dr. Robert Lum
60-second radio 
spot



6.  Align the media with 
the audience

Be selective
Define audience & find out how 
they get their messages – online, 
TV, radio, etc.
And then – budget – most bang for 
the buck





7.  Once is never 
enough
According to IABC, audience must 
receive the same message a 
minimum of four time before it 
starts to sink in

Visible, consistent messages 
delivered over an extended period 
of time are more likely to be 
noticed & remembered



Campaign numbers
Posters – 1,058 sets (4 posters)

Radio spots – 660 on 5 stations

Supplement – 110,475 in paper on July 
4; additional 54,700 distributed with 
posters

Media launch – TV coverage; 2 radio 
stations; 3 newspapers



Final thoughts
Over-communication 
is a way of life.  In an 
information-
overloaded society, 
communicators must 
be selective.
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